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STATErnTT CF THE PROBLEM AKD lEFIHITION OF TERMS
The problem of this study was twofold:
1. to investigate and record the practices, media,
methods, devices, and procedures of public relations in
collegiate business education in New England.
2. to offer suggestions for the more effective organ-
ization and coordination of public relations as it
applies to collegiate business education.
Largely since the turn of the century, publicity and
public relations programs of various sorts have made an
impression on this country in many ways. Industrial public-
ity, perhaps because of its dramatic nature and aggressive
tactics is among the more prominent fields of publicity in
the public eye. Yet publicity of all sorts has developed in
recent years to a highly specialized degree. Governmental
agencies, hospitals, religious groups, the theatre, and edu-
cation have developed their own publicity specialists, each
with a particular body of methods, devices, procedures, and
te chniques.
It was not the objective of this study to set down laws
for successful collegiate public relations. Such a task would
defy definition at this level. It was an aim of the study to
suggest recommendations for public relations which might be
valuable as a guide to those working in this field.
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DEFINITION OF TENIvlS
Because of the uncertainity prevailing in the matter of
terminology in this field, some definitions are needed at the
outset.
Public Relations has been defined as the formal activity
of improving the relations of a school or college with its
specific public or the general public.^ This definition as it
applies to education would not satisfy some workers in the
field.' Defining public relations to the satisfaction of all
is a difficult task. Definitions on a broader scale than edu-
cation alone have described it as everything from "corporate
good manners" to "press agentry in evening dress". 2 it is
generally agreed that public relations is not merely publicity
as used in the sense defined above; that is simply the writing
of newspaper stories and magazine stories, although publicity
is one of the tools in any public relations program..
Public Relations implies the development of cordial,
mutually helpful, and mutually profitable relations betv/een a
college and the public which it serves. 2 This definition and
1. Dictionary of Education . New York, McGraw Hill, 1945. p.320
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others like it assume that public relations is a double -edge
sword placing a definite obligation on the user, in this case,
the educational institution. If the only purpose of public
relations is to secure publicity, that is Just space in the
press, there would be little social or moral Justification
for such a program. The broader definition of public relations
implies that the institution should contribute something of
value to those sections of the public it serves. Thus, one of
the first steps to consider in setting up the public relations
program is to determine the public to be served.
Another definition of public relations is "trying to
understand other people as individuals and as groups, and then
trying to influence them."l Some authorities would leave out
the word "influence" but others would consider it as part of
the follow through which is, in their opinion, necessary to
make the definition valid. In this thesis, public relations
has been used in its broadest sense as all activities of an
institution which affect the relations of the college or
university with its specific public or the general public.
Publicity has been defined as all activities and mat-
erials designed to bring public notice and attention to an
institution .2 Publicity, propaganda, and advertising are all
1. Burnett, op. cit. p.6
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tools used in public relations activities. As developed in
this thesis, publicity has been construed to mean information
with news value, designed to advance the interests of the
specified institutions or persons. It could include any action
or any matter spoken, written, or printed that secures public
attention.^
Advertising is not to be confused with publicity. V/hen
an institution advertises it pays for a definite message in a
specified amount... of space in a newspaper or magazine, of
time on the radio, of printed booklets, of posters or other
advertising media. When it publicizes, on the other hand, it
presents ideas and facts to editors, writers, and so forth,
and they accept, reject or revise the sirggestions or material
as they see fit.^
Propaganda is an organized effort to advance somje cause
or doctrine, either good or bad. Webster calls it "any or-
ganized or concerted group effort, or movement to spread
particular doctrines, information, and so forth". Much pro-
paganda has, in recent years, served schemes for dictatorship
and aggression and the word has fallen into disrepute, although
1. Burnett, op.cit. p.8
2. Plackard and Blackmon. Blueprint for Public Relations . New
York, McGraw Hill, 1947, p.7
3. Webster. Collegiate Dictionary . Springfield, G.&C. Merriam
Co. 19^7.
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Business education has been considered in this study
as a type of education having for its primary objective the
preparation of people to enter upon a business career.
THE OBJECTIVES OF THE STUDY
The public relations programs of selected New England
institutions of higher learning v/ere investigated and the
following problems discussed.
1. The status of public relations in the field of
collegiate business education.
2. The need of a sepax*ate public relations program or
policy for collegiate business education.
3. The existing public relations programs of the sel-
ected institutions in terms of techniques, Diedia,
methods, and procedures.
4. The public relations standards of collegiate bus-
iness education in New England on the basis of the
facts and data determined by the study.
5. The objectives, the publics reached and the attitudes
of business education administrators towards public
relations.
THE GENEFAL D.IFLICATIONS OF THE INVESTIGATION
This study was confined to collegiate business education
1. Burnett, op. cit.,p.6
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Certain of the materials and principles discussed, however,
may be applied to the broader fields of secondary school and
public school public relations programs. In the report of the
Commission on Public Relations of the Association of American
Colleges in March, 1944, the Commission records its conviction:
...that public relations is one of the most vital fact-
ors in higher education today. Widespread understand-
ing of what we are actually doing and what we earnestly
hope to do constitutes a fundamental basis for high
achievement in years to come.i
THE DEVELOFEMENT OF COLLEGIATE PUBLIC-RELATIONS PROGEAi^IS
Harvard University issued an annual report of the
president in 1825, but it was not until the inauguration of
President Eliot that a detailed report of the activities of
the college was printed. The report of 1871-72 stated the
financial condition of the university in complete form and
listed the graduates of the institution in that year. Hajrvard
limited its "intentional” publicity to college catalogs, pres-
idental reports, and occasionally published papers. Not until
1919 v;as a separate publicity department established.
2
Other colleges began to issue annual reports about
the same timie but few attempts were made to send out stories
through an organized publicity office.
1. Report of the Commission on Public Relations. Association
of American Colleges. Bull. Vol. 23, No.l. March, 1944
2. Hine, H.C. and Jones, R.G. Public School Publicity. New
York, McMillan Co., 1923. p.l3
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Hine and Jones state that '‘publicity as a separate
activity did not arrive until 1902, when the Case School of
Applied Science and James Millikin University began the cir-
pulation of ... publicity material”.!
The American College Publicity Association, founded in
1917, had a current membership over six hundred. The increase
in collegiate news bureaus was in part due to the great in-
crease in enrollment on our college campuses. This increase
may not be explained on this basis alone. Rather it indicated
an interest on the part of educators and administrators in
public relations and an awareness of their responsibility in
keeping the public informed as to whc^t was happening on the
campus. In this respect colleges do not differ fundamentally
from other institutions supported in greater or lesser degree
by public funds. This realization was an underlying factor
in this new awareness of public relations on the part of ed-
ucators. Any type of institution may continue to serve the
public as long as a proven need remains for its services.
It would be difficult to estimate the exact role public
relations will play in higher education in the future. On
the basis of present conditions it is reasonable to say that
publicity will achieve a growing influence in the field of
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higher education.^
THE STATUS OF CXLEGIATE BUSINESS EDUCATION
The growth of organized public relations programs on our
college and university campuses has been rapid, developing
almost entirely since the turn of the century. One other ed-
ucational developement must also be mentioned in this paper.
Professional education for business at the collegiate level
had increased at a rapid tempo in recent years. The increase
in college publicity offices has corresponded to the devel-
opement of collegiate education for business. During the
school year 1940-1941 there were 140 professional schools of
business administration in the United States with a total
enrollment of more than 100,000 students.
2
The business school is in many cases one of the leading
professional schools on the campus. This developement ”is not
out of keeping with the importance of its subject matter as
one of the important institutions of the civilized world".^
Almost every enterprise, whether educational, manufacturing,
1. Fine, Benjamin. Collepre Publicity in the United States .
New York, Teachers College, Columbia University, 1941. p.l3
2. Good, Carter V. A Guide to Colleges. Universities « and
Professional Schools in the United States . Washington, D.C.,
American Council on Education, 1945.
3. Phelps, 0. W. Academic Research in Business Administration .
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mercantile, or governmental has its business side as a basic
consideration of its successful operation. Graduates of
collegiate business schools are often canditates for respon-
sible positions in practically every type of operational
organization.
Because both of these developements are fairly recent
it seems reasonable that the greatest amount of coordination
and cooperation between public relations and business education
might not have been achieved. One of the aims of this paper
was to investigate this situation and make recommendations
that would insure greater coordination and effectiveness.
It is apparently generally recognized that certain
advantages accrue to the school out of a well run public
relations program. There seems to be less general recognition
of the benefits to the public, developing from an informative,
accurate, intelligent public relations program. The United
States Office of Education stressed this point as it applied
to public relations for land grant institutions.
All land grant institutions are rendering service of
incalcuble value to the people of their states. Unless
this service is placed before the people by the press,
magazine, and other publications, the public cannot
completely te.ke advantage of the opportunities offered.^
1. Survey of Land Grant Colleges and Universities. Vol.l,
No. 9.U.S. Office of Education. p.218
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This view considered the state -supr>orted college nr
university as an institution v/ith definite responsibilities
of reporting its activities to the citizens of the state.
That is, each institution had an obligation to develop a
program which would clearly portray the activities and offer-
ings of that institution, or department, to the public.
Taking a similaj? view’, Benner observed that:
Progress in the developement of a college or university
is dependent in the end on the nature of the institu-
tion’s public relations. It implies a continuous
process of adjustm.ent betv/een the institution and the
public opinion of its constituency .1
We have that point of view which suggests that a coll-
ege have an established public relations program and proce-
dures for its own benefit. But that in addition a college
is not fulfilling its obligation to its general or specific
publics if it does not maintain such a n-pogram. Quiett and
Casey discussed this point of view.
The university is obliged to send out its legitiniate
news if for no other reason than to reveal that there
is a sane m.ixture of work and play in the institution,
and to offset the occasionally sensational story that
appears in the press. Each university or college
that is able to inform the public of its real work
advances the general cause of higher education. The
task assigned to the college news bureau is not easy.
Expert skill and training are required to interest
editors and readers in the work of the college or
1. Benner, Thomas E. The College or Un iversity Public Rela-
tions Officer . Proceedings of the American College Publicity
Association, 1930. p.60
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Over and above the various pragmatic reasons why a
public must be informed is the broader objective of "providing
a general understanding of the relation of education to a
democratic life".^ Mai^ far-seeing educators today realize
the necessity of meeting uninformed lay criticism of education
by constructive action. They ai’e taking action in supporting
a sound institutional public relations program which will go
far towards meeting this uninformed criticism.. At times,
prejudices develop which call for educational publicity as a
corrective. Hill points out that successful business men are
often scornful of American college education. They sometimes
feel the students have been spoiled by four years of "academic
leisure" and advise them to immediately forget all they have
learned. 2 This is due in large part to the publicity in
movies, novels, and newspapers given to forms of college life
which have sometimes overstressed college athletics and social
life at the expense of fundamental values.
It is probably true that "our schools pay a bigger
return to business on its investment than ar^thing else
1 . Quiett, Glenn C. and Casey, Halph D. Principles of .Public -
ity . New York, D. Appleton Century Co, 1926. p.236
2. Ibid., p.234
3. Hill, Clyde M. The Publicity Program of the Small College.
School and Society, Aug. 4,1928. p.l3
4 . Fuller, Walter D. Business and Education- -Inevitable,.Partners
A.C.P.A., Vol. 26, No. 6, March, 1944. p. 20
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Yet, many business men and probably many educators tend to
overlook this simple fact. The schools in the past have
generally ignored the importance of doing a selling job which
is actually public relations reduced to its simplest terms.
One advertising specialist present the following.
Things have to be sold in America. It is our way of
life. The schools have not made a package of their
product. They have not wrapped it up and merchandised
It. So many ousiness men think of schools only in terms
of costs, or in terms of the particular school they
attended or that their son is now attending, instead of
seeing the big, broad picture.
The schools must do a selling job. They should make up
a package that will sell the American people on the
important job our educational system does. It is vitally
important that business men understand the great res-
ponsibility that rest on teachers—the responsibility
to transmit to each new generation our national heritage
of experience and knowledge and to awaken and encourage
each new generation. The progress of mankind depends
upon stimulating creative genius. The progress of
business and industry depends largely upon the inspir-
ation of our schools.^
This picture might be over dramatized but it is one
viewpoint on the problem. It contrasted noticeably with the
general lackadaisical attitude on school publicity and public
relations which was the rule and not the exception just a few
years ago.
In a direct reply to the above article, Withington
expressed an opposing view that “selling of colleges" is not
1. Fuller, op.cit., p.21
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necessary. 1 He stated that the public relations director must
explain his college to the outside world, without hiding the
unfavorable. However, it is only human if he stresses the
favorable. Also, the public relations director must not give
a distorted view of the college or pretend a perfection which
doesn't exist. The public on the whole is sympathetic to
imperfections according to Withington.
Public relations for the business department is handled
in most cases in a manner similar to public relations for any
other department of the institution. Certain differences do
exist where specific practices adopted by collegiate business
education have been developed to a higher degree thaifor other
departments. In part this has been due to the fact that the
business administration department of a school in many cases
has had a more regular and intimate contact with the general
public than other academdc departm,ents . What influence this
has had on the methods, practices, and techniques of collegiate
business education has been discussed in later chapters. The
business department of many colleges and universities offers
specific services to the community and individual business
men. This situation raises the question of whom is to be
reached through a public relations program in business educatior
1. Withington, Robert. Professor's Comments . Publicity Prob-
lemis, Vol. 27, No. 4, Jan. 1945, p.5
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Certain media, which business education may utilize,
may not be desirable or satisfactory for the college publicity
department to use on the overall publicity program for all
departments. Those in charge of colleges publicity cannot
be specialists in all phases of education. Neither can they
be expected to have as firm an understanding of current devel-
opements and trends in business education as those directly
engaged in that work. It is a responsibility of an adminis-
trator or supervisor of business education to be familiar v;ith
public relations practices in his field as well as having an
understanding of the entire field. The business educator
should work with the public relations specialist and cooperate
with him in every possible way. It is to their mutual ad-
vantage, as well as to the advantage of the school, to have a
sound working agreement and procedure. The extent to which
this situation is found in actual practice in New England is
one of the questions investigated in this study.
In a discussion of public relations there are certain
broad underlying principles which are basic to any college
publicity program. The m.ost outstanding principle is that
college publicity has a responsibility to the public and must
satisfactorily meet its obligation to them. This means keeping
the public informed as to the nev/ developemicnts in the univer-
sity or specific department. An informed public is usually
an intelligent and sympathetic one. Beyond mere informative
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publicity, as iinportant as it is, the publicist has a task of
explaining and interpreting the college to those outside the
campus.
The very words "publicity” and "public relations" arouse
a negative and unpleasant reaction in many educators. Too
many regard public relations as advertising or even propaganda
and tolerate it as a necessary evil rather than the effective
educational agency it could well be. Publicity in education
should be utilized to give all citizens an honest, fair, and
acc\irate picture of the institution's life.^ Each of the
aspects of the life of the institution should in its reporting
program receive a proportional emphasis to the enp)hasis it
actually receives in the life of the school, i.e., athletics
usually receives a disproportionate emphasis. Publicity,
under this interpretation is not merely an attempt to portray
only facts favorable to the institution, nor is it an attempt
to conceal unfavorable facts. "It is not primarily an attempt
to obtain money and students, though such results might log-
ically follow"
Just to keep the public fully inform.ed about all aspects
of the institution's life is not sufficient. At times, in-
1. Hyde, Melvin W. Standards for Publicity Programs in State -
Supported Colleges and Universities . New York, Columbia Un-
versity, 1931. p.9
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terpretation of the facts is essential.! This is particularly
true in reporting research conducted by the school. Thus,
compilations of statistics which could be of help to the
business man not only should be presented but explained and
interpreted. That is the essence of true public relations as
well as being a fulfillment of the school's obligation to the
community.
It has been a frequent criticism of educational public-
ity that the serious side of college life does not always
receive proper attention and interest from the public . Certain
isolated instances are over dramatized, perhaps at the risk
of raising a distorted picture in the minds of the public.
Recognizing this as a very real fact and danger, educational
publicity must take the responsibility of reporting to the
public. If an accurate, complete picture of higher education
is presented to the public, education has nothing to fear.
Educational public relations must see that the picture is
accurate and complete.
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CHAPTER II
A REVIEW OF THE LITERATURE
IN THE FIELD OF COLLEGIATE PUBLIC RELATIONS
Very little has been published in the field of collegi-
ate public relations. This is particularly the case when
the work done in this field is contrasted with the available
material on publicity and public relations in commerce and
industry. This difference reflects in part the relative im-
portance placed on public relations by administrators in the
two areas.
Much of what has been published in educational public
relations has been confined to the elementary and secondary
school public relations programs. A great deal of this mater-
ial was on an elementary level. Prior to Fine's dissertation
on collegiate publicity in 1921, no comprehensive research
dealing with higher educational publicity or public relations
had been undertaken.! Fine found that the publications and
reports of the American College Publicity Association offered
the only significant published ma.terial in the area of higher
educational publicity at the time of his dissertation. (This
association in 1946 changed its name to the American College
1. Fine, Benjamin. College Publicity in the United States .
New York, Teachers College, Columbia University, 1941. p.l4
2. Ibid. p.l5
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Public Relations Association, and the name of its publication
to College Public Relations.)
This situation has improved but the publications of
this association are still among the most important in the
field. Unfortunately their publications have a limited cir-
culation. ( This investigator found it necessary to use the
Inter-Library Loan service of the Boston Public Library to
obtain back issues of their publications from the University
of Indiana.) The library of the University of Indiana was the
nearest library having a complete set of the association's
publications. Six volumes were forvs^arded (Septeniber 1938
through June 1945) and read as basic background material
for this study. It is significant that little pertaining to
business education or business administration was found in
these magazines. Most of the material was concerned with
school-wide publicity rather than that of a departmental
nature
.
The growth in the number of college news bureaus in the
United States relected the growth of public relations for
higher education in its early stages. Fine divided the growth
of college news bureaus, the forerunners of modern college
public relations offices, into four periods;
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First Period, 1900-1909
During this first period only four college publicity
bureaus were reported in the United States. The first of
these bureaus reported was in a large private university in
the East. College education had not as yet become a "mass
movement" and less need for public support existed.
Second Period, 1910-1919
In this ten year period thirteen publicity programs
were organized. Of this number seven were in public institu-
tions, all of them large colleges or universities, and six
were in small private institutions. To sumn.arize, in the
first twenty years of this century seventeen bureaus were
organized, nine in private colleges, seven in public colleges,
and one in a denominational school.
Third Period, 1920-1929
This period marked the widespread recognition of the
importance of public relations in collegiate institutions
with eighty-four publicity bureaus being formed in this period.
In this period denominational institutions organized tv/enty-
five bureaus while thirty-five public colleges and twenty-
four private colleges formed bureaus. The close of World War I
marked this new interest in educational publicity.
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During this period one hundred and four publicity
bureaus were formed, more than double the total number formed
in the previous thirty years. Forty-seven of these publicity
bureaus were in denominational institutions, thirty-three in
public, and twenty-four in private colleges. Thus, large
private institutions were the first to create news bureaus,
public colleges were next, and the denominational schools
last, though the denom.inational and smaller schools both public
and private were coming into the scene.
Fine’s book was confined largely to the newspaper
phase of college publicity and was an invaluable handbook for
all connected with this branch of journalism. In his conclus-
ions Fine advocated the establishm.ent of Schools of Public
Relations in somie of our larger universities. This was a
necessary prerequisite to public relations assuming its true
and important role in our educational system.
At the college level administrators seenied to have reach-
ed agreement upon publicity objectives. In Fine's study of
275 colleges, it was found that college presidents were agreed
on the main objectives of an educational publicity program.^
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The most important objective found in this study was
"to build good will for the institution". This objective is
also basic to industrial public relations as indicated by the
large amount of "institutional" advertising in business which
is aimed primarily at developing good will for the adverti-
ing firm. Although the dollar value of good will is not
satisfactorily measurable, good will is important to business
and industry.
Another objective found in Fine's study was that of
"gaining public support in order to receive adequate public
funds". Others were "to acquaint the public with new educa-
tional trends" and "to add to the reputation of the school".
ASPECTS OF PUBLIC RELATIONS PKOGRAl^
In a rating of the relative importance of ten aspects
of Public Relations Programs by college administrators the
rankings in Table I were found in a study by V/hittlesey
A study was conducted twenty-five years ago at the
University of Indiana on educational publicity which is still
interesting because of the conclusions reached. The facts
and figures embodied in the report are out of date. However,
it is apparent that the publicity problems of colleges in
1. Whittlesey, Edward D. From the Report of the Committee on
Research of American College Publicity Association. 1941
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1922 have not been comp'letely solved nor have they been altered
to any marked degree. The study v/as conducted among more than
300 colleges and the following conclusions were reached.
1. That no business organization or interest in the
country is so poorly and unsystematically advertised
as is our higher educational institutions.
2. That there is a widespread difference in the minds
of educators as well as the general public regarding
the forms of advertising and publicity that should be
used.
3. That in the reconstruction days following the war
( World War I) there has been more advertising done by
educational institutions than ever before.
4. Next to personal influences which bring in 60% of
students to college, some influences of newspapers is
felt, according to this survey.
1
i
In an outstanding work on public school relations,
i Reeder discussed the importance and characteristics of efficient
i
1 public relations programs in public schools and some of the
i
I




Although his book was directed primarily at public schools, it
I
was interesting as background material for a study of colleg-
:
iate public relations. Certain of the broad aspects and
techniques of school relations are applicable. Reeder main-
tained that since the public school belongs to the people and
iis supported by them, it is inevitable that the welfare and
progress of the public school should be determined largely
1. Cravens, John. Educational Publicity . Bloomington, Ind.
,
Indiana University, 1922. Bulletin Vol. 21, Vol. 7. p.l7
2. Reeder, Ward C. An Introduction to Public School RElations .
New York, MacMillan Co., 1937
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by bow people regard it. The recognition of the validity of
Header's contention is basic to a conplete understanding of
modern public relations.
A CLASSIFICATION OF OBJUCTIv-ES
The question of determining objectives for a publicity
program is fundamental to its effective organization. -One
classification of objectives from a financial point of view
from Linsey and Holland is summarized below.
1. Advertising and publicity purely and simply is to
increase enrollm.ent--to fill the school and make it
grow, and so forth.
2. To attract a particular type of student, the school
having capacity enrollment now wishes more applicants
from which to select in order to:
a. Gain a wealthier class of students
b. Cull out and accept students of higher or part-
icular mental ability
c. Obtain students from a wider class of families
than the present enrollment represents so as to
broaden the spirit of the school and avoid clann-
ishness .
3. Publicity to increase the endowment fund, both
from, present friends and alumni, and from new support-
ers.
4. Good will advertising for the well established
school for a variety of reasons, such as:
a. To obtain social recognition for students, or
respect for its standards by other colleges.
b. To gain the good will of the townspeople.
Colleges such as Yale, whose lands are located right
in the city are constantly under fire from local
politicians who claim that the institution should
not be tax free. It is the duty of tax free schools
and colleges to keep the public informed of the
valuable service they are rendering directly or
indirectly to the community.
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An article by Hill preceded Fine's study by about ten
yesJTS yet many of their results were siorprisingly similctr.
The following is a briefed abstract of the conclusions reached
by Hill.
1. Small colleges have no satisfactory organization
for collecting and reporting college news
.
2. About one-fourth of these small colleges definitely
assign publicity duties to officers or comndttees.
3. City school systems have failed to take full ad-
vantage of publicity but are m.ore efficient in this
respect than small colleges.
4. Colleges should cultivate nev/spapers by mutual
understanding, frankness, and honesty. It is not
necessary to buy influence through bribery, pressure,
or advertising.
5. Paid advertising is an individual problem with each
college, but advertising is legitimate and dignified.
It is one way of expressing the individuality of the
college
.
6. Preparation and care in presenting news of other
activities than athletics will get more of the news
published, but the press should be invited to all
important events.
7. Give the reporters facts. only unless you have skill-
ful and esroerienced news writers on your staff v/ho can
avoid distortion.
8. Small colleges might well afford the services of
an expert reporter.
9. The public has a right to know’ all about the ac-
tivities of colleges that are training its youth,
even if the colleges are privately endowed. Colleges
1. Linsey and Holland. College and University Finance . Hew
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should not engage in activities that ^e not for pub-
lication. The best appreciation for the colleges and
their work comes from giving the public the whole
story. Publicity in this manner helps to increase
resources
Hill took the view that a school’s success in getting
publicity hinged on its ability to provide the press with
suitable material, and maintain close relationship with the
press. The following table complied by Hill in the survey





FOR CULTIVATING FRIENDLY RELATIONS WITH NEWSPAPERS
1. Make no conscious attempt to do it.
2. Call annually but do not v;ear out welcome.
3. Be friendly with them.
4. Make confidants of the editors.
5. Cooperate with them.
6. Give them the news.
7. Be courteous.
8. Through civic organizations.
9. Courteous to all, friendly with none.
10. Personal contacts.
11. Advertise freely.
12. Tell them the truth.















Hill's study found the following reasons for including
1. Hill, Clyde M. The Publicity Program of the Small College .
School and Society, Aug. 4, 1928. p.715
2. Ibid. p.710
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publicity in the budget of the small colleges investigate A
TABLE III
REASONS ASSIGNED FOR INCLUDING PUBLICITY II^ THE BUDGET
1. Good business 14
2. Give news of activity to public 12
3. Makes for bexter cooperation 1
4. Increases enrollment 22
5. Has wholesome effect on faculty 2
6. Way to get news into paper is to pay for it 6
7. Forced to compete v/ith advertising colleges 2
8. Consider such expenditures wasted money 4
9. There is no good reason 5
10. Postively do not include such an item. 7
11, No report 41
Hill*s survey also investigated the most valuable
types of college news from a publicity standpoint.
2
TABLE IV







7. Educational progress and college achievements
8. Personal items
9. Work of the college
10. Extension activities of the college
11, College programs (literary and musical)
















1. Hill, op. cit, p.710
2. Hill. op. cit. p.711
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Christopher Persons, vice president of McCann Erickson
Advertising agency, developed a small practical manual of
practical procedures in collegiate public relations.^ He
proposed:
1. a college or university president should determine
the objectives of his institution,
2. select appropriate personnel to serve on a public
relations committee to assist him in augmenting the
prestige of the institution and in reducing its public
relations problems,
3. realize that the faculty, the alumni, the students,
the parents, and the governing board are elements to
be included in programs of public relations.
His is essentially the same set of conclusions reached
by Fine and Feeder several years before. The Journal of
Higher Education in reviewing this book made the following
pertinent comment, which can apply to much of the still limited
work done in this field of collegiate public relations.
... the reasons for writing the book remain hidden.
If the author thought of his audience as the seventeen
hundred presidents whom he mentions in the introduction,
it is the opinion of the reviewer that the effort was
largely wasted. Perhaps we are overestimating the
intellectual sensitivity of these academic leaders, but
surely fifteen hundred of them are beyond the amateur
stages of needing to be informed regarding these three
oroposals. For an audience which knovyrs nothing al?out
this subject, the manual is enlightening and pbssibly
stimulating, but for administrators of institutions
of higher learning, it is to a large extent too ele-
1. Persons, Christopher Edgar. Public Relations for ,Colleges
and Universities . Stanford, Stanford University Press, 1946.
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mentary to be of much value.
^
This criticism can be leveled at much of the work done
to date in this field. Many writers on the subject have
contented themselves with a few statements as to the importance
of public relations and added some simple generalities. This
applies particularly to the numerous magazine articles appear-
ing in the educational press.
It is a basic consideration in setting up a public
relations program to determine the publics, i.e., the specific
and general publics, that need to be reached. Table V in-
dicates the possible extent of this public.^
Whittelsey in the article referred to also gave several
ways of securing reactions from tne various publics that would
help in planning school or departmental programs. He listed
these five possible methods.
1. Questionnaires
2. Meetings with small groups of students, faculty,
and alumni
3. Conferences with individual leaders of publics
4. Casual conversations
5. Spontaneous reactions of publics. 3
1. Titus, Charles. "Review of Persons, Christopher Edgar.
Public Relations for Colleges and Universities." Journal of
Higher Education. February 1947.
2. Whittlesey, Edward D. "That They May See The Light."
Publicity Problems . Vol. 26, No. 5, February 1944. p.2
3.
Ibid, p.4
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12. High school officials
13. Contributors
14. Prospective contributors and new friends
15. Clergy and church leaders
16. Lawyers and trust officers, consultants in wills
17 . Employers of college graduates
18. Clubs and societies interested in cultural aims
19 . Newspaper and magazine editors
20. Radio officials
21. Visitors to campus
22. Telephone callers
23. State and national governments
He also submitted as points to be considered in any
long range program the following points.
1. Every institution has public relations whether or
not they have a public relations department.
2. Goo<d publicity will not make up for bad public
relations.
3. Public relations is a way of life for the entire
institution, not a job for a single man with a title
of public relations director.
4. Public relations involves the ability to take it on
the chin and when in the wrong or in an unfavorable
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In an interpretation of what successful public rela-
tions meant to the three groups most intimately concerned,
Whittelsey offered these thoughts. To the president and ad-
ministrators it means the constant vigilance necessany to
see that the policies, methods, and services are sound. To
the faculty it means the constant critical examination of
their teaching and contact work with the students. To the
students, successful public relations should mean the under-
standing and appreciation of history, ideals, traditions, and
objectives of the institution.
Ordway Tead reaised some questions which should be
answered if public relations is to offer the maximum help to
higher education.! The first step was to determine just whet
the department has to offer the public. Then to determine
who are the several publics interested was the second step.
His list of potential publics included the usual ones of par-
ents, alumni, donors, faculty, local community, general public
employers of graduates, and students. For public supported
colleges he added taxpayers, officials and legislators.
Tead’s third step was to determine the kind of appeals to be
used for the particular public the program is attempting to
reach.
1. Tead, Ordway. ”How Public Relations Can Help Higher Edu-
cation." Publicity Problems. Vol. 27, Ho.l, Oct. 1944. p.9
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Quiett and Casey in their chapter on University and
College Publicity made the statement that there is real news
in every educational institution.! College presidenxs, deans,
and many professors are men in the public eye whose signific-
ant statements or educational projects are rightly regarded as
news. The newspapers or some of the most powerful and intell-
igent of them at least, are increasingly awakening to the
fact that there is more news on our college campuses than can
be found in the "Joe College" type of story. This is shown
by the increasing number of papers v;hich have established
educational departments staffed with experienced men to report
the news of colleges and public schools . The achievements
of faculty m.embers do seem to interest the general public
when their work is presented in a popular way. These authors
offered som^e specific types of collegiate publicity releases
as examples of what can be done in college publicity.
2
1. Houtine Types of News Stories
Plans for the opening of the department or school,
the appointmient of professors, changes in the curriculum, the
dedication of nev; buildings and facilities, the assemblies or
concovations, the meetings of the regents or trustees, the
commencement program, summer school schedules and others of
1. Quiett, Glen C. and Casey, Ralph D. Principles of Public-
ity . New York, D. Appleton-Century Co., 1926. p.242
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A good story may he obtained from research bulletins
and monographs published by the university from the proceed-
ings of organizations which hold their conventions at the
university and from books on scientific subjects written by
members of the staff.
3. Conventions
Conventions held under university auspices often pro-
vide first page news as, for example, the meetings of the
Society for the Advancement of Management, Teacher Education
groups, professional fraternities and business associations.
4. Alumni Nev/s
News of prominent alumni and other alumni who have
participated in unusual experiences is another source of
college publicity. Alumni reunions at commiencement and other
times on a school wide or departm.ental basis makes interesting
reading.
5. News about Students
Student activities of various sorts offer an opport-
unity to present the "wholesom.e play side” of college to the
public. The color and atmiOsphere of college life can be
reflected in a news story without sacrificing the impression
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the public should have of the constructive work of the ins-
titution.
6. Athletics
The role athletics should play in publicizing an in-
stitution is a matter of controversy among educators . This
question will not ordinarily concern educators on the depart-
mental head level so it will not be discussed here. However,
this phase of public relations has been adequately covered in
our press and educational journals. The question must ulti-
mately be resolved at the administrative level of each in-
stitution.
7. University Hews and Current Happenings
Some good news can be developed by interviewing faculty
specialists on important current happenings. Economics,
Business Administration, and Education are subjects that
are becoming increasingly important and popular in the public
eye.
8. Soecial College News
Colleges of agriculture have carried the dissemination
of agricultural knowledge to a higher point than some other
departments of the university have as yet been able to do.
There are few valid reasons why schools and colleges of bus-
iness cannot increase their output of special college news
and bulletins to their publics.
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9 . Fillers
Two or three line fillers are acceptable copy. A
half pa^e or so of fillers can be sent along from time to
time with news stories and the editors can use them when and
where they see fit.
10. Other Special Forms of Publicity
For example, radio addresses by members of the faculty,
activities of campus glee clubs, band, and orchestra, college
debates, catalogs, booklets, lectures, motion pictures, ad-
vertisements, in fact, ’’with a few exceptions, all of the
media of publicity may be utilized by the university or college.”
Sills and Lesly in their book made the following state-
ment:
. . . the time is ripe for education in this country to
become introspective, and to call on the aid of others
for the necessary objectivity. Educators themselves
must solve the problem of techniques and approaches,
with the guide of a sensitive analysis of public de-
sires; they must rely upon the jud^ent of non-edu-
cators for their jud^ent of trends and the establish-
ment of their creeds. Education is due to adopt the
principles of public relations.!
Sills and Lesly maintained that virtually every in-
stitution of higher learning is still resorting to a routine
job of publicity to keep itself in the public eye. Series
1. Sills, Theodore R. and Lesly, Philip. Public Relations
.
Chicago, Richard D. Irwin, Inc., 1945. p. 180
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are sent to the press on students' activities, professors'
research, books published by faculty, athletics, and proceed-
ings at academic meetings. The general conception of "public
relations" covers these limited activities and the function
of raising money and does not merit the term in the sense
used in industry. This type of job more properly comes under
the heading of publicity instead of public relations.
These authors stated that there is a need for an ex-
pert on public relations, either as an employee or as a pro-
fessional counsel. He should sit at the elbow of almost ev-
ery college president, and near the head of each directors'
or trustees' table, to counsel on policies, plans, and pro-
cedures in achieving good will.
However, the college administrator who will ask or
accept advice from his publicity department is rare, and the
one who will permit the staging of news worthy events is even
more uncommon. ^ The college publicity director in most cases
is resigned to writing the type of article mentioned above.
Reck in his book attempted to show why and how good
public relations are the foundation for any lasting success
a college or university may achieve. A feature of this work
1. Sills and Lesly. op. cit. p. 256
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is its hundreds of case experiences which provide specific
guidance for those in search of successful public relations
procedures.!
PUBLIC RELA.TI3N5 ILT TEACHEh EDUCATION
One session of the University of Chicago Teacher Ed-
ucation Conference, October 21-22, 1946, was devoted to public
relations. A feature of this session was the report by Robert
L. McKinney, assistant to the president at Northeast Missouri
State Teachers College, on ”A Survey of Public Relations
Practices in Teachers Colleges'*. McKinney based his survey
on a questionnaire sent to state teachers colleges fnrough-
out the country.
The study was made to determine some of the mechanics
by which teachers colleges are attempting to solve
their public relations problems, and the action being
taken to implement public relations programs. It is
not concluded that because a school does not have a
director of publicity or public relations with an
expansive staff that the school does not have an ade-
quate program designed to inculcate good will among
its various publics.
1
McKinney reported 22 of the 116 replying schools had
a full time public relations officer, 72, a part time one.
'36 of the schools furnished the public relations officer
a full time secretary, 73 with a part time secretary. Titles
1. Reck, Emerson W. Public Relations: A Program for Colleges
and Universities . New York, Harper and Brothers, 1946.
2. McKinney, Robert L. "A Survey of Public Relations Practices
in Teachers Colleges". College Public Relations . Vol.29, Jan. 194'
'
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accorded the chief public relations officer vary greatly,
and included;
Director of Public Relations 21
President 6
Chairman of Publicity Committee 5
Chairman of Public Relations Committee 4
Director of Publicity 4
Director of Extension 4
Assistant to the President 3
Director of Public Service 3
Director of Publications 2
Director of Special Services 2
Coordinator of Public Relations 1
Head of Public Relations Department 1
Director of News Service 1
Director of News Bureau 1
Director of Information 1
A wide variety of programs was reported by which these
state teachers colleges sought to present themselves to their
territories; news, quality and success of graduates, faculty
speeches, visits to high schools, activities of alumni groups,
services to schools, radio programs, athletics, touring choirs
glee clubs and orchestras, contests (band, orchestra, speech,
and so forth)
,
extension work, contact with professional
groups, publications, conferences, festivals, field services,
free use of college buildings for meetings of outside groups,
participation by college personnel in outside events, clinics,
organization of citizens in the community interested in the
college, workshops, luncheon programs, motion pictures of
campus life, annual open house on the campus for the public,
state wide poster program, film exchange, college theatre, and
institutional service.
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The various types of media have been discussed in
several books on publicity mentioned elsewhere in this thesis.
Following is a summarized list of media compiled from several
of these sources.
1. Newspapers. There are about 1,860 daily and more
than 10,000 weekly new'spapers published in the United
States. Any discussion of publicity or public rela-
tions must take into account the press as the backbone
of our new distribution system.
2. Radio. Local radio stations particulaj*ly are offer-
ing an increasing opportunity for effective public
relations.
3. General magazines. The field runs from Harper’s
and Fortune through Life and Saturday Evening Post
to the fiction magazines.
4. Specialized magazines. Papers appealing to certain
groups are included here, such as business men's maga-
zines- Nations Business, The Rotarian, Forbes, Kiv;anis
Magazine; and the women's magazines- Ladies Home Jour-
nal, McCall's, Woman's Home Companion, Vogue.
5. Trade Publications. Almost every trade has at least
one publication to serve it, and frequently has sec-
tional or local publications as well.
6. Newsreels. Dramatic, pictorial events can often
be presented to advantage through motion picture show-
ings as part of a newsreel or in a special niotion
picture short feature.
7. Labor and farm newspapers. These magazines reach
large groups with similar interests.
8. Negro and foreign publications.
9. Collegiate Publication. These publications in-
fluence a large and well coordinated group. In many
cases these are often the only newspapers read on the
campuses.
10.
House organs. Thousands of firms publish papers
for their employees or sales outlets. Material with
a direct interest for these readers is in many cases
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welcomed by the editors.
11. Pamphlets and other distribution material. Boston
University maXes many occupational pamphlets available
to students, prospective students, and teachers.
There are many other uses for various types of dis-
tribution material.
12. Books. Books are a media of publicity which should
not be overlooked.
13. Free-lance writers. Free-lance ^Titers are a
source of publicity and under some classifications
would be included as "media".
^
A complete list of media and sources was compiled by
Sills and Lesly. They divided media and sources into eight
main .headings
.
1. Newspaper Wire Services
2. Newspaper Feature Syndicates
3. Picture Syndicates
4. Newsreels
5. Major Hadio Networks
6. General News and Business Publications
7. Publications containing news on Advertising, Public
Relations, and Sales Promotion
8. Special Publications^
1, Baus, Herbert M. Publicity-How to Plan. Produce and Place
It . New York, Harper and Brothers, 1943.
Wright, Milton. Hov; to Get Publicity . New York, McGraw Hill,
1935.
Mayer, RaymiOnd C. How to Do Publicity . New York, Harper and
Brothers, 1933.
Sills, Theodore H. and Lesly, Phillip. Public rielations .
Chicago, Richard D. Irwin, Inc., 19^5.
Quiet t, Glenn C. and Casey, Ralph D. Principles of Publicity .
New York, D. Appleton-Century Co., 1926.
2. Sills and Lesly. op. cit. p.313
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Smith said that the people control the schools in the
United States. ”^v7hen enlightenment ‘triumphs over darkness
among them., the victory is reflected in the education of the
times, and the schools in turn go on more vigorously with the
education of the individuals who compose the public.”!
According to Smith, if the schools do their Job well, the
citizens whom they train will be better equipped to take part
in public affairs. Good schools are both a cause and a re-
sult of intelligent public opinion.
THE NEED FOH FURTHER INVESTIGATION
The growth of public relations as an administrative
tool and the rapid increase in collegiate education have
largely been developements of the past three decades. Because
of this sufficient attention has not been paid to the task of
efficiently coordinating these two college divisions. A
study investigating the status of public relations in collegi-
ate business education should be of material help to edu-
cators and publicity directors by clarifying the present
situation. The following points have been considered in this
report in an attempt to meet this need.
1. The objectives of a public relations program for
1. Smith, Charles W. Jr. Public Opinion in a Democracy .
New York, Prentice Hall, 1939.
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collegiate business education in New England.
2. An analysis of the media, devices, techniques, and
publics involved in collegiate business education public
relations.
3. The degree to which the existing public relations
program of New England institutions fulfills the needs of
collegiate business education.
4. The attitude of collegiate business education to-
wards public relations as it applies to their departments.
5. The standards of collegiate business education
public relations programiS in New England on the basis of the
investigations
.
The next chapter outlines the methods of research
employed in meeting these objectives.
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PRXEDUPPIS USED IN THIS INVESTIGATION
The following steps were employed in securing data for
this investigation:
1. The Boston University School of Education library
was used to obtain background material, such as theses, maga-
zines, and other published material relating to the problem.
The facilities of the Boston Public Library were also used
including the Educational Department and the Inter-Library
Loan Service. The latter was utilized to obtain six volumes
of the College Publicity Digest, (September 1938 through
June 1945)
.
2. Fifteen New England institutions of higher learning
offering courses in business administration or economics were
visited. Convenience of location was an important consider-
ation in selecting the schools to be visited, since for rea-
sons stated below, the entire investigation was conducted
through personal interviews. See Table VI for a list of the
institutions used in this study. (See Appendix A for addi-
tional information as to the location and type of these in-
stitutions.
The institutions included private colleges of a non-
proprietary nature, private business schools, state universit-
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ities, a junior college, and a state teachers college. All
offered business administration with the exception of Brown
TABLE VI
THE FIFTEEN COOPERATING INSTITUTIONS
1. Babson Institute of Business Administration




6. Byrant and Stratton Commercial School




10. Rhode Island State College
11. Simmons College
12. Teachers College of Connecticut
13. University of Connecticut
14. University of New Hampshire
15. Yale University
and Yale Universities which offered a program of Economics
instead. However, many of the courses in the Economiics De-
partments were similar to those offered by other schools vis-
ited. The Economics Departments in these two instances were
the counterpart, to a degree, of the business departments of
the other schools on the list.
3. The latest catalogs indicating the business admin-
istration offerings of the school were secured by requesting
the same. (See Appendix C for a copy of the catalog request.)
4. The catalogs were studied to determine the eligi-
bility of the school for the purpose of this thesis, i.e., to
.
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confirm the offerings in business administration, to deter-
mine the name of the official to interview, and in general
to obtain other important facts of interest to the study.
5. Over a period of four weeks in late August and
early September 1947, fifteen interviews were granted by
officials of the colleges. The interviews ranged from seven
minutes to an hour and one half in length, with the average
interview lasting approximately fifteen minutes. In three
instances, the respondent requested the opportunity to an-
swer the questionnaire at his leisure and mail the completed
form to the interviewer. The reason for these requests was
an indicated interest in the subject and the lack of suffi-
cient time available for the interview. In these instances,
the respondents were thanked in advance for their cooperation
and a copy of the questionnaire together with a pre -addressed
stamped envelope, was left with them. The completed forms
were promptly returned by these respondents.
Since several aspects of public relations did not lend
themselves to objective measuremient, care was taken during
each interview to record comments pertinent to the subject.
Upon the conclusion of the meeting, the respondent's observa-
tions were summanized and any additional remarks were noted
by the interviewer.
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THE PKEPAFw^iTION OF THE QUESTIOHNAIHE
6. The questionnaire was constructea with the intention
of recording all information given in the interview. It
especially served as a guide in the interviews to stimulate
additional comment where ever possible. The general prin-
ciples of questionnaire development were employed in the con-
struction of this instrument. A check list containing the
following items was prepared and each question on the tent-
ative questionnaire was checked against the check list:
1. Are the data needed in this Public Helations study?
2. Is the information requested such that it can be
readily given by the respondent? Can the questionnaire be
readily checked by a properly qualified informant in a few
minutes?
3. Is the wording clear*?
4. Are there any leading questions?
5. Do the questions follow a logical and conversational
pattern?
6. Is the length of the questions and the questionnaire
adequate and comprehensive?
After checking the questionnaire against the above
check list, it was pre-tested by presenting it to a faculty
advisor at the Boston University School of Education and the
Publicity Director of Boston University. Some changes were
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made and the resulting questionnaire was the form used in the
fifteen interviews.
7. Upon completion of the fifteenth interview a master
data sheet summarizing the objective features of the invest-
igation was cornpiled. The reports of each institution were
tallied.
8. Conclusions and certain recommendations have been
suggested in Chapter V as a result of the investigation.
IffiTHOD USED IJT SECURING DAl'A
After ascertaining the problems involved in the study
and the specific facts needed, the question arose of deter-
mining the most appropriate and feasible method of obtaining
the necessary information. The methods available for an





To determine the m.ost satisfactory i.e., the most
reliable method, it was necessary to consider the advantages
and disadvantages of each procedure as it applied to this
particular study. The following conclusions and decisions
were reached.
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THE MAIL QUESTIOmAIRF. METHOD OF SECURING DATA
The advantages of collecting the desired information
by mail would be economy in reaching respondents in scattered
locations, a saving in time, and the general convenience from
the interviewer's point of view. However, the disadvantages
in this particular project outweighed the advantages of a
mail questionnaire. The probability was that replies to a
mail questionnaire would not be completely representative of
the group to which it had been mailed and would, in som.e
instances, be superficial. Administrators having a positive
interest in the subject of public relations would be more
likely to reply than those having a less positive point of
view. It must also be considered that some would not trouble
to answer a mail questionnaire and therefore, a low percentage
of replies might be received. Inasmuch as it was necessary
to work in a limited geographical area, such an attitude
existing in the sampling would tend to nullify the advantages
and conclusions of the study. These considerations were
sufficient to void the use of a mail questionnaire.
THE TELEPHONE QUESTIONNAIRE METHOD OF SECURING DATA
It would be possible to secure the desired inforiration
much more rapidly by telephone than by any other method. In
addition, persons otherwise difficult to reach might be in-
e .
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terviewed readily and with a minimum of difficulty. Also,
the cost per person interviewed would be lov;er than by mail
or personal interview. As far as obtaining the definite facts
involved in this investigation this method mdght have proven
very effective.
On the other hand, telephone interviews must be lim.ited
in time and scope and probably would not be successful in
obtaining the most satisfactory results. This study also
required an analysis of attitudes, comm.ents, and a certain
amount of discussion, therefore the telephone method of making
the survey was ruled out.
THE PERSONAL INTERVIEW METHOD OF SECUIJNG lATA
The personal interview method is generally considered
the most effective means of securing extensive information
together with comiments, attitudes, interpretations, and dis-
cussion from respondents.! In each case the interviewer asked
for the Dean of the School or the Chairman of the Department
(according to the information obtained from the catalog).
If these m^en were not available it was possible in every case
to have the interview' with another member of the staff such
as, the assistant dean in charge of public relations.
1. Canfield, Bertrand H. Sales Adm.inistration, Principle s
and Problems . New York, Prentice Hall, 1947.
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In another instance the Director of Admissions of the insti-
tution, who also taught business subjects as v/ell as super-
vised the public relations function, was interviewed. Thus,
in each of the interviev/s the questionnaire was answered by
someone qualified to do so ( in the opinion of the investiga-
tor) . Such uniformiitity of replies would not be possible by
either the mail or telephone type of survey but only with
the personal interview method.
However, there is present in the personal interview
method the danger that the individual may bias the responses
or select the wrong individual to interview. These dang-ers
may be largely overcom.e if the interviewer is carefully trained
and appreciates the responsibility of his position. In this
case, the interviewer had previous experience in consumer
research and in using the personal interview m^ethod. The
high cost of the personal interview was also an objection.
These factors were considered and it was decided that
the advantages of the personal interviev; method outweighed
all other methods and it was selected as the one valid mjeans
of conducting the investigation.
The interviewer made every attempt to avoid any bias
in recording the less objective replies and responses and to
report the attitudes and comiments of those interviewed. The
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approach and opening remarks to the respondents v;ere stand-
ardized for all interviews. The respondents in all cases
were encouraged to talk freely and to depart from the formal
questionnaire whenever they felt so inclined. As an induce-
ment for the respondents to talk freely they were informied
that direct quotation either by school, position, or name
would not be used but that any comiment included would be ident-
ified only as coming from an administrator of institution X.
Thus, they were assured of complete anonymity for the school
and for themselves, relative to any individual comment or
ansv/er. Permission was granted to use the names of the schools
in a list of cooperating institutions which was to be included
in the thesis.
At the conclusion of each intervj^ew, the respondent
was offered an abstract of the thesis when the thesis should
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THE RESULTS OF THE IHVESTia^TION
The following are the results of the investigation as
determined by the interviews at the fifteen institutions
listed in Chapter III, (See Table VII for the questionnaire.)
The first question asked was “Has your institution a
public relations director in charge of a department central-
izing all school releases?". All respondents answered this
in the affirmative. In the smaller institutions the public
relations director usually performed other duties in addition
to his public relations functions. In most instances, how-
ever, public relations was the major duty of one staff member
In schools where the staff member charged with the public
relations function performed other duties as placement or
teaching, the program did not appear to be as advanced or
complete as in the institutions where a full time officer
specialized in the job.
One college whose public relations activities were not
sufficient to warrant maintaining a full time director employ
ed a part-time specialist. They did not have a staff member
with the specialized training and background necessary to
properly handle the position, nor did they wish to place the
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Has your institution a public relations director in charge




2. Does the business administration department or school have
a specific staff member or a committee appointed to work




3* The most important objective of a public relations program
for collegiate business education would be:
a. to create good will for the department
b. to be of service to the community
c. to add to the reputation of the department
d. to prevent misinterpretation of departmental activities
e. to educate the general public
f. to aid students in seeking employment
g. other reasons
Please number the three objectives you consider most im-
portant.
4, What groups should be reached thro








, the community in general
, other colleges
i. educational associations
j, high school officials
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?/bat of the following media are used in your business
education public relations program?
a. press
b. faculty speakers bureau
c. special service days and weeks
d. short and refresher courses






Does the public relations program of your school fulfill






Is your business department making any special appeal to
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handle it in addition to some other activity. They solved the
problem by retaining the services of a specialist on a part-
time basis. Thus, this administration recognized that colleg-
iate public relations was a specialized activity and provided
for trained outside aid when it was not practicable for a
staff member to perform the function. One other institution
maintaining a staff member on a part-time basis was consider-
ing hiring an outside specialist on a part-time basis. It is
significant that all of the institutions had given official
recognition to public relations as a staff activity and had
made some provision for it. Previous studies in the field
did not reflect this unanimity of administrative thinking.
THE USE OF PUBLIC PBLATIONS COMIvHTTEES
in each interview this question was asked, "Does the
business administration department or school have a specific
staff member or a committee appointed to work with your
school public relations director?"
In most instances the dean or departm.ent chairman
performed this function. This was particularly the situation
in smaller and average size institutions. With one of the
larger schools, however, the situation was handled differently.
Public relations at this institution was centralized, partly
because of the need which had been apparent for several years,
but also because the institution was entering upon its fifti-
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eth anniversary celebration. It realized the need of complete
coordination of public relations activities.
A committee of staff members v;as appointed through the
Dean’s office to work with the public relations director on
specific items. This institution apparently was aware of the
significance and purpose of a public relations program. They
recognized that the Departm.ent of Public Relations had been
created to handle certain specific aspects of public relations.
However, it was realized that every one connected with the
institution was involved with public relations from the Pres-
ident and Deans to the custodian who greets visitors to the
campus.
The president’s office and the various dean's offices
had certain functions of public relations in addition to
those ordinarily assigned the Public Relations Director. In
this institution a Cooperative Work Program was an integral
part of the over-all public relations program. The students
who participated in this program were part of the university’s
public relations program. It is probable that the Cooperative
Work Program at this institution was responsible in part for
this recognition of student participation in collegiate public
relations.
At this school, according to its dean, it was realized
that every faculty member was engaged in public relations as
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a member of a professional society (which all faculty members
were encouraged to join)
,
as a scholar engaged in research,
or as a classroom teacher. A feeling similar to this was
found in several of the interviews. It is reasonable to
state that many administrators of collegiate business educa-
tion in New England today recognize the several aspects which
go to make up their over-all institutional and departmental
public relations program.
In general, New England collegiate business administra-
tion departments and schools did not have specific staff
members or committees appointed to work with the institution’s
public relations director. These activities were for the
most part handled by the dean or department head. (See Table
VIII.)
TABLE VIII
INSTITUTIONS HAVING SPECIFIC STAFF miBER OR
COfJEvIITTEES APPOINTEL TO V/ORK WITH PUBLIC FHiATIONS DIRECTOR
Comments Institutions
Having a Staff Member or Committee 4
Not Having a Staff Member or Committee 11
Total 15
One institution maintaining an economics department
with a nationally known Labor-Management Program illustrated
this point. Public relations was not initiated by the de-
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the institution on an all-university basis. However, the
Labor-Management Program had a definite policy of public
relations, even though it was a subsidary of the Economics
Department. It operated as a separate part of the Department
of Econom.ics and Industrial Administration.
In spite of apparent differences between economics
departments and schools of business, many institutions having
an economics departm.ent in reality maintained a department
of economics and business administration in every thing but
name. The acceptance of this conclusion after studying the
catalogs of the institutions under consideration justifies
the inclusion of these departm.ents in a study of collegiate
business education.
In discussing the public relations program of any de-
partment in an institution, the over-all policies, objectives,
and attitudes of the administration must be recognized as a
major factor in any departmental program.
OBJECTIVE OF PUBLIC RELATIONS IN CXLEGIATE BUSINESS EDUCATION
The administrators were asked to state the three most
important objectives of public relations. They were also
asked to add any other objectives. The list presented to
them appeared to satisfy all concerned. The alternatives
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good will for the department; to be of service to the comn.uni-
ty; to add to the reputation of the school or department; to
prevent misinterpretation of departmental activities; to
educate the general public; to aid students in seeking em-
ployment; other reasons.
The most frequently mentioned objectives were ”to create
good will for the department” and ”to be of service to the
community”. In every case these two were mentioned, generally
as the first two of the three alternatives. These two object-
ives appeared to be fundamental aims of the public relations
programs of the administrators interviewed. Several made
the point that all objectives were important in any long
range program of public relations. However, at various times
one or more of these might assume more than ordinary import-
ance. This would necessiate a slanting of the program in the
direction desired.
The objectives of any departmental public relations
program are determined in large part by the over-all long
r\in program of the administration. The executives and admin-
istrators who determine policy decide the objectives of the
objectives of the institution’s public relations program.
An institution maintaining an economics departmient might
offer no work in business administration. In the case of
many economics departments there would not be a formulated
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public relations program any more than there would be a special
|
program for the English Department or the History Department. ’
To compare an economics department with a school of business
would be comparable in some cases to comparing a government
or history department with a school of Public Administration.
OTHEH OBJECTIVES ilENTIOHED
*'To add to the reputation of the department” was in
third position as to frequency of mention. “To prevent mis-
interpretation of departmental activities” and "to aid students
in seeking employment” were next in frequency of mention. It
was possible to conclude that administrators of collegiate
business education in New England were usually in general
agreement as to the objectives of a public relations program.
This investigation was concerned primarily with an
expression of the objectives of public relations not the
motives behind the objectives. For example, one dean mention-
ed that to the best of his knowledge there was not one college
!
I
in New England at the time that was not engaged in some form
of fund raising activity. He doubted, however, if any such
college would admit fund raising was an integral part of their
public relations program. This study was not concerned with
fund raising, on which subject there is a wealth of published
material available; neither was it concerned with other spe-
cific results of a complete public relations program.
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The information in Table IX shows the stated objectives
of a public relations pro^am for collegiate business edu-
cation.
TABI.E IX
OBJECTIVES OF A PUBLIC RELATIONS PROGRAM
FOR COLLEGIATE BUSINESS EDUCATION AS DETERIvUNED BY
INTERVIEWS WITH FIFTEEN ADMDjISTRATORS OF BUSINESS EDUCATION
Objectives Number of Times Mentioned
To create good will for the
department 11
To be of service to the
community 11
To add to the reputation of
the department 6
To prevent misinterpretation
of departmental activities 4
To aid students in seeking
employment 4
To educate the general public 3
Other reasons 2
GROUPS TO BE REACHED THROUGH
A BUSINESS EDUCATION PU'BLIC RELATIONS PROGRAJ.^
The fifteen administrators were asked to check from
the groups listed below the five publics they thought should
be reached through a business education public relations
program. (See Table X.) They were asked to select five
from the list without consideration as to order of importance.
9t:t evorfs XI ^IcsT nr rcr-tijait'jo'inr arf'f’ *
I





MArtrc.ii; a:K:iTAjxa oiasirq a io B.^vn’oi^n.e^''
Yr ca xc i vac.DuX
'i
l^OX'i'AOU.12 f?-?.;v>iaua 'uC ?JIC.’r/uirPT •IMaA ^liXTTL'': FTTIV/ aVvX.'AfJr/I.





eiij^ ^ol .Clii? oor;^
, ct (
cl 90iv*i93 'iO 3Cf OT
:
'io a< tJ'f'^rrqsn erLt oJ* Lds c'I •
tn'^'Tit‘i/»q95 9fut »
ncxJ’Bt 3'iq‘i9li:xsx.‘ jn^v'VO'i;; o?
asi.txvil'cB js6 'to




oxiduq- I«'i9n9'^ qXJ- sJcouLa c T ,
aaoa«e^ 'isnJ'O
HDUOyiHT a'XiiOVuIri 2Q CT aCfii)
^Arioc-fl : eiicxiA.i^ra oxjel’^ HoriAouucf sa 7^*i 2ueT a
\
Jin^ .-MoyJc ox bo;ieB s'li?"/ 9'X0J£-';-t9iniaibB srfT '
i
fJjjcrif. soxlcJuq aviX erU" 7/or?ci toJ-a.U aqiso^i^ -'nj- ]
RooTtBlsT: C'ildi/q fK>t»XBr)Xfb9 «osiTX«ud 9 rf^o-xdX & 9 (fofiOT 90' 4
9vrt Oi- f 9'IQVf (,X ^IdijT 99c ) -
£'D;i, 5 t'icqrcx aC ol as iic.tj'c*'x$Jbj:^ifiC/0 Xncuixrw tsil sriX aio*iX
62
The list included alumni, students, parents, prospective
students, trustees, staff members, the community in general,
other colleges, educational associations, high school officials,
church leaders, employers, newspapers and magazines, radio
officials, governmental agencies, donors, legislators, college
visitors, others.
Selected most often from the list of potential publics
that collegiate business education public relations might
reach were parents, prospective students, community in general,
and newspapers and magazines. Eleven of the administrators
interviewed thought the parents should be included in the
groups to be reached. This applied to parents of present and
prospective students.
Nine believed that prospective students as a group
should be reached in some way through the university or de-
partmental public relations program, yet only five mentioned
present students among their selection of publics. This might
be due in part to the fact that the administrators were re-
quested to pick only the five most important groups to be
reached. Yet it is probably also due to the fact that some
administrators do not think of students when their thinking
turns to public relations.
The "community in general" was next in order of fre-
svxJ'oeqac'xq ^xruirnXH oeijrflofri Xsil arfT'
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quency of mention on the list of publics to be reached. This
was followed by "newspapers and magazines, employers, alumni,
trustees, staff members, and high school officials". It is
possible to have a degree of duplication in listing the publics
of any institution; a man might be a parent, an alumnus, a
trustee, and an employer-thus representing several publics.
The following table indicates the frequency of each
group as reported in the interviews.
TABLE .1C
GROUPS TO BE REACHED THRJJOi A BUSINESS EDUCATION PUBLIC
RELATIONS PROGRAIC AS SELECTED BY THE FIFTEEN ADIvUNISTRATORS
There also appeared to be recognition on the part of
the administrators that all or nearly all of the groups listed
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/could be included in the institution's publics. All have a
degree of importance attached to them as far as the institu-
tion's public relations program is concerned. It was mention-
ed by one respondent that a complete public relations pro-
gram would attempt to include all publics at various times.
The specific appeal, however, would generally be directed
towards a particular group at one time, for one broadcast,
for one newspaper release, or for a group of employers.
MEDIA USED IN BUSINESS EDUCATION PUBLIC DELATIONS
The administrators were asked to name the media used
in their business education public relations programs. The
following media were suggested for their convenience, press,
faculty speaker's bureaus, special service days and weeks,
short and refresher courses, special services ( inform.ation by
mail, and so forth), exhibits, and bulletins.
The press was mentioned in fourteen of the fifteen
interviews. The fifteenth case, a private business school,
used the press for advertising only and did not feel justified
in including it in its list of media. It might be argued,
however, that the press should have been included since its
services were used even though paid for.
The press, including both newspapers and magazines,
ranked high on the list of media used in business education
II
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public relations programs in ITew England. This is probably
the situation throughout the country. With continued public
interest in education, it is probable the press will continue
to be used at least as much as it has been and possibly more
in the future. It was mentioned at several of the schools
that reporters regularly called on their own initiative to
learn if anything of interest to their readers had occurred.
(See Appendix B for a collection of newspaper releases
selected from the New York Times over an eleven month period
from* January 1947 to November 1947. Several types of stories
and nev;s releases about collegiate business education are
included.)
FACULTY SPEAKER’S BUREAUS
Organized faculty speaker's bureaus seemed to be con-
fined to the larger institutions with seven schools 'reporting
bureaus of faculty speakers in operation. Almost all admin-
istrators interviewed indicated that their business faculty
spoke before outside groups in response to requests. If a
specific faculty member was not requested, a speaker was
selected by the bureau. Every effort was made to comply with
reasonable legitimate requests. The variety of groups address-
ed by members of the business administration faculty of one
college in a one month period ranged from shop workers to a
banker’s association.
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SPECIAL SERVICE DAYS AM) WEEKS
Special service days and weeks played an important part
in the public relations activities of the business administra-
tion departments of five institutions. Several other institu-
tions mentioned that on various occasions they had held special
conferences and special service days and weeks, but not enough
to warrant including this type of activity in their list of
media. One administrator stated that this particular device
was one of the most effective means the college has at its
t
'
disposal to serve the community and general public. In the
future this school planned to make greater use of special
service days and weeks in its public relations program.
An advantage of this type of activity was that in
addition to performing a service for those attending the
special event, it also familiarized these people with the in-
stitution sponsoring the event, its faculty, facilities and
plant. Another advantage is the creation of good will for the
institution.
One college held a successful field day for over 500
guidance directors, high school principals, business depart-
ment heads in high schools and colleges, and other interested
educators and business men. The theme of the conference was
’HVhat Business and Industry Expect of Schools and Colleges'*.
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Those attending- discussed their mutual problems with so much
success that many requests for the minutes of the conference
were received by the sponsoring college. These requests came
not only from those in attendance at the actual meeting but
from, other educators and business men who heard favorable
reports about the conference.
The sponsoring institution mailed minutes of the con-
ference to those who attended the meeting as well as other
persons in the area served by the institution who were thought
to have an interest in the subject. It is likely this meeting
will becom.e a permanent part of its program in view of the
many favorable conanents received.
The ”Open House” type of event was mentioned in addition
to several examples of the activities suggested. One insti-
tution found "Open House” to be so successful that it was
made an annual event planned on an all university basis. The
entire community, as well as special groups were invited to
the campus one day each year.
One state college sponsored an open house, or guest
day, for state officials. The governor and his staff, sena-
tors and congressmen, state senators, and mayors of the various
corair,unities in the state were invited. This program met with
considerable success and served in part to inform the state
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and local officials of the work of the state college. An
interesting feature of this meeting was the opening assembly
in the college auditorium. The president of the college
greeted the guests and served as moderator of a panel discuss-
ion, ”Your College and its Work”, a series of three minute
talks by the various Deans of Schools and Directors of Divis-
ions. Each Director, including the Dean of Business, briefly
outlined to the officials the work and services of his divis-
ion. This assembly was followed by a tour of the main campus,
lunch, with music by the school orchestra, and special tours
which the guests selected according to their interests. The
day was completed by a reception on the lawn at the Presi-
dent* s house.
Some examples of special service days and weeks dis-
cussed in the various interviews are listed below.
Fifth Annual Institute on Federal Taxation
Connecticut Distributive Education V/orkshop
Second Annual Personnel Institute
Insurance Education Program
Institute of Banking
School for Connecticut Assessing Officers
Some of the administrators regarded the opportunities
offered by special service days and weeks as the most challeng-
ing of mar^ avenuse of public service open to them.
SHORT AND REFRESHER COURSES
Eight of the fifteen institutions offered short and
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refresher courses in business administration. All appeared
to be aware of the benefits, from the public relations stand-
point, accruing to an institution offering such courses. In
not one case were the courses initially offered as a public
relations device (such would not be true public relations, but
simply publicity.) The filling of a legitimate need properly
is the most effective type of public relations. The policy
of the administration determined the attitude of any one de-
partment on this question of offering short and refresher
courses and their place in the overall public relations pro-
gram of the institution. Urban colleges with evening school
courses can be of particular service to their community in
this respect.
SPECIAL SERVICES
Five of the fifteen schools reported the use of special
services, such as sending information by mail as part of their
public relations program. It was probable that m.ore than five
of these institutions offered special services of one type or
another. Some perhaps, did not fully realize the extent of
the services they offered or could offer their publics.
EXHIBITS, BULLETINS, RALIO, AND OTHER
MEDIA USED IN BUSINESS EDUCATION PUBLIC RELATIONS
Table X shows the extent of the use of exhibits, bulle-
tins, and the radio in business education public relations in
J
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the fifteen institutions visited. Of these, the radio was
used most extensively. It was also the most important on the
basis of the emphasis placed on it by these institutions in
their public relations program and the probable benefits accrue
-
ing from its use in a long range program. It was stated that
radio stations were cooperative in offering their facilities
to colleges and universities who have a worthwhile program or
message. Local stations were utilized rather than sectional
or national hookups. Since much of the broadcasting would be
of particular local or regional interest, this arrangement
was probably to be preferred. Forums, panels, roundtables
on subjects of wide interest were popular programs. Talks
by economists and statisticians were reported to be popular
in the New England area. One administrator informed the
local broadcasting station of his department’s willingness to
participate in constructive programs of public interest. His
offer was accepted by the local station and since that time
tliis school has achieved particular success in radio work and
has offered mar^r programs of interest and value to business
men in the community and the community in general. They also
reached many members of the community that otherwise could not
be contacted.
Radio as a tool in education will probably achieve
greater importance in the future than it has in the past. For
example, Boston University and the New England Committee on
uv
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Radio in Education, in cooperation with the four major broad-
casting systems of New England, offered an intensive course
of training for teaching personnel in education by radio
during July 1947. Such courses will probably be offered with
greater frequency in the future and will materially help in
the greater use of radio by business education and education
in general.
The following table summarizes the media used in busi-
ness education public relations programs in the fifteen in-
stitutions .
MEDIA USED IN BUSINESS EDUCATION PUBLIC RELATIONS PROGRAI^IS
TABLE XI
Media Number of Times Mentioned
Press 15
Faculty Speaker’s Bureaus lu
Radio 8
Short and Refresher courses 8
Bulletins 7
Special service days and weeks 5
Exhibits 5
Special services
( Information by mail)
5
Other 4
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AN APPRAISAL OF THE PUBLIC F£LATIONS
PROGRAJ.IS OF’ THE FIFTEEN SCHOOLS BY THE ADiMINISTRATORS
The respondents were asked to estimate the degree to
which the public relations program of their school fulfilled
the needs of their department. Four replies were suggested;
very satisfactorily, sufficiently, inadequately, or other
comment. It was recognized when this question was included
in the questionnaire that there might be some degree of diffi-
culty in evaluating a school's program, -definite standards,
objectives, and techniques had never been set up to serve as
a guide to evaluation. However, fourteen administrators gave
a definite answer.
The major theme of dissatisfaction recurring in the
negative answers to this question was the lack of coordination
between the public relations or publicity office and the de-
partment. The blame in one instance was placed upon the busi-
ness department itself because the department somietimes failed
to notify the public relations office what they were doing or
what they were planning on doing.
Only one administrator mentioned that the school's
public relations program fulfilled the needs of his depart-
ment inadequately. Ihe others maintained that the school's
program met their own requirements either very satisfactorily
or sufficiently. One administrator stated that althoigh their
needs were being satisfied sufficiently now, it was expected
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that in the near future a greater degree of cooperation and
efficiency would be achieved. The reason for this expectation
was the appointment of a committee to work with the public
relations director on matters of departmental interest. Table
XII summarizes the responses to this question.
TABLE XII
APPRAISAL OF TEE SCHOOL PUBLIC RELATIONS
PROGRAI.: AS IT FULFILLS THE NEELS OF THE BUSINESS
ADMINISTRATION DEPARTJiENTS OF THE FIFTEEN INSTITUTIONS





SPECIAL APPEALS TO AEULTS WORKING
ON THE COLLEGE LEVEL ON A NON-DEGREE BASIS
This question was included to determine the efforts
made by the business departments in the fifteen institutions
to participate in non-degree adult education programs. The
replies ranged from nothing at all on this level to a comi-
plete business administration curriculum expressly for adults
on a non-degree basis. Several admdnistrators stated that
probably their school would offer more adult non-degree work
in the future as more experience was gained in the field.
Table XIII shows the responses to this question.
The basic reason for the use of publicity in adult
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education is to inform the public of the offerings of agencies
that are ready and willing to provide a means for education of
"the whole ^lan".^ Ignorance of the opportunities available
for learning is frequently largely responsible for the failure
of many to participate in these programs. This group m.ust be
included in the list of publics of any institution offering
non-degree courses, both as a special group, and as members
of the community in general.
TABLE XIIi
BUSINESS DEPARTIvIENTS MAKING SPECIAL APPEALS TO ADULTS
WISHING TO WORK ON THE COLLEGE LEVEL ON A NON-DEGREE BASIS
Responses Number of Times Mentioned
Making special appeal 9
Not making special appeal 6
Other comment 0
OTHER PHJELSi^IS IN COLLEGIATE PUBLIC RELATIONS
Among the problems in public relations mentioned by the
administrators of business education were such topics as the
following: the admissions problem, problems of improving
student-college relations, and to a lesser degree improving
faculty-college relationships, the endowment problem or that
of interesting the particular public to the need of contri-
buting to the support of business education and education in
1. Rowden, Dorothy. Publicity for Adult Education . New York,
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general, and aliimni-college relationship problems.
One outstanding business school in its admissions pro-
gram faced a serious public relations problem. The school
accepted only one out of five applicants for admission. In
the days inmediately following the close of World War II, the
school required three letters of recomjEendation for each
prospective student. This practice raised the issue that
each time the school rejected an applicant they were in effect
rejecting several persons. The result of this policy was that
the rejection rate created some ill will with those involved.
Largely for public relations reasons, this school dropped the
letter of recoiranendation requiremient for admission. It should
be added, however, that this school required a personal inter-
view with each applicant by a member of the admissions board.
There are a great many ram-ifications to any particular
problem such as the admissions issue. It is a task to satisfy
the public that admissions to the particular department or
school has been handled fairly, carefully, and courteously.
The problem is even more acute in graduate schools of business
and other graduate schools because of the lack of flexibility
compared with undergraduate divisions. The important consid-
eration is that the admissions problem be regarded in part as
a public relations problem.
Admissions, alumni activities, and placemient all have
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aspects affecting the public relations of the institution and ,
which should be recognized by both the department and admin-
istration. The administrators v/ho mentioned a specific pro-
blem such as admissions usually had taken effective steps to
cope with it. In part, this would indicate that recognition '
of the problem was necessary as a preliminary step in solving
it.
Another aspect of public relations involved in admiss-
ions procedure was illustrated by a graduate school adminis-
trator. The business administration department of this school
as a matter of policy admitted students from all the states
and in effect encouraged a large out of state enrollment. As
they attempted to choose only the best students from each
area, a certain amount of conflict had developed in the past
with some administrators who resented seeing some of their
better students year after year leave their own region for
graduate work. The problem was by no means a simple one, or
one that could be solved satisfactorily by ignoring it. The
institution recognized the existence of the problem and attemp-
ted to handle it by having its faculty members visit the
campus of out of state colleges whenever possible. They had
admissions officers talk to the deans of several colleges and
in general point out the advantages that accrue both to the
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The alumni club presidents of one school were kept
informed of the itinerary of faculty and staff members trav-
elling on school business during the year. It had been found
that in many cases these travelling faculty and staff members
were able to speak to alumni groups in the course of their
regular travels. This v;as a service which the alumni groups
appreciated and was an example of effective public relations








cTqa?t 6*x©w Xooifiba aactfclo aJ-aabiaerta di/Xo inratrlfi acITJ •
(B 4 :
'




i:*iu5 ^aent'Sifd loorfoa cro | *
T • _ i3'v
bfxvot nesJ b£$! d"l . .•'l&bx add* ^i:*iu




nlsiU’ to osTjyoo Oilj- nx". aquo'ig Inr^ruSs oJ- :»tBoqa oi side a'xsw
I
“I
sqwO'Es inrcj/Xs^ Sits' £<.otd\v soivFCsa a &j9W aidT .aXsva'id'
.1
8noi:?’al9'i oXXdirq svlXostts to slqnBxe^ns aaw bos bsisioo'iqgp





























X J . 4 * 1
t i.
., r-
f W ” '-f- . * > 7'" * -V'
CHAPTER V
SUMMAJE^^ A^JL RECOmmTLATIONS
The practices, media, devices, and procedures of public
relations in collegiate business education in New England
were investigated in this study. This chapter contains recom-
mendations for the more effective organization and coordina-
tion of public relations in collegiate business education.
These recommendations are based upon four main sources:
1. Interviews with fifteen administrators of collegiate
business education.
2. A study of over 100 news releases issued by colleges
and universities on collegiate business education.
Twenty-five of these releases are included in Ap-
pendix B.
3. Visits to institutions in which the subject of pub-
lic relations was discussed.
4. The writer's experience in educational and promo-
tional work.
RESPONSIBILITY FOR EFFECTIVE PUBLIC RELATIONS
There was almost complete agreement among New England
administrators of collegiate business education that public
relations was an integral part of their administrative duties.
Previous studies dealing in part v/ith educational public
relations did not alv/ays reflect this unanimity of thinking.
Today, with collegiate enrollment reaching an all timje high
in New England and throughout the nation, the problem of
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maintaining effective public relations was even more important
than in pre-war years. General public interest in education
is probably greater today than it ever has been before in our
history. Most administrators agree that effective public
relations for educational institutions can do much to hold
this public interest to the benefit of the public and the
institution.
The increase in enrollm.ent since the war has accounted
in part for the general increased interest in education and
has also focused administrative attention on the need and
opportunities involved in educational public relations. It
has tended to increase the routine duties and responsibilities
of administrators at a time when much of their energy could
well be directed toward long range planning. Daily pressures
of responsibility preclude devoting much time to leisurely
planning and policy making activities. The possibility exists
that such a comparatively nev/ administrative task as public
relations would be relegated to the background and minimized
in favor of other more conventional duties.
One way of handling this possibility is for the admin-
istrator to assign the responsibility for the public relations
program to a particular individual in the department or school.
The individual staff member, or in some cases, a committee,
should be charged with coordinating departmental activities
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with the college's or university's public relations director.
The object of this action would be to insure that the public
relations prograin was operating as effectively and efficiently
as possible.
In some cases, the dean or departmental chairman might
not deem it necessary to assign the public relations duties
to a staff member but would prefer to handle the complete job
himself. This would be particularly the case with smaller
departments. However, if a staff member is available with
a proper background of the principles and underlying philo-
sophies of modern education, and with an appreciation of the
role effective public relations can play in education, the
arrangement suggested might well be adopted. Such an assign-
ment m.ight be made with benefits to all concerned. The public
would get m.ore conptlete information about departm;ental activi-
ties; the college gains more effective public relations with
its corresponding benefits; the administrator reduces his
work load; the staff member handling the function or part of
it gains experience and possibly develops more enthusiasm
for the opportunities of public service opening up to the
institution.
The operation of the institution's public relations
program should not be under the supervision of inexperienced,
inadequately trained personnel. Such a situation is infre-
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Quently found in New England institution of higher learning.
However, a common practice in New England is to carry on public
relations on a part time basis. If the Job of supervising
the school's public relations is handled by assigning the
task to a faculty member as a teaching overload, then the
institution can hardly expect maximum effectiveness. The
same reasoning would apply to delegating the Job to the place-
ment director or another administrative officer. It would
not be sound educational practice to assign a public relations
specialist to a classroom that he was not trained to teach.
Giving the specialized public relations task to a faculty or
staff member unless he is properly trained by education,
experience, and aptitude for the Job is not good policy. At
least one college, whose policies and budget did not warrant
maintaining a full time specialist devoting all his time to
public relations, hired an expert to supervise this function.
This method would appear to be superior to the older method
of solving the problem by placing the responsibility with a
staff member, properly qualified or not, in addition to his
regular duties.
PHASES OF PUBLIC HELATIONS
llr. Harry A. Batten, president of N. W. Ayers and
Son, Inc., stated there are two phases of any sound public
relations program. One is the corrective phase in which any
t<*p
• < . . ... 4*
f’
.^^ain-xasl ‘^o I'oivTij^ rjsni fcnBl^-tS we^l rri ijnuol \;.Lh'i9£.'p
ox -Cfxjcj no ’^rrxeo o-i 3X bn3jL;gii2 v/9 frl xii ?oi.to.o*i^; ficfftmco a f'l^vsv/oh
gnieivijqwe lo o"cg edj- Jl .axesd saiiJ- J-'i3q b ao eitci:.t^x»‘i
•I
. sxiX: v6 f^&XLnwd si: enciJ-Bls*! oxIdL^q s’Icodoa ©rj-
|!
iv$£i^ ^bBCiVLuvc ^xixn'or.ej- a sa 'lod.uom- yJ-IroBl a cJ' XasJ-
' 9xfr . eGsnevj.vtos^'t© .fTUjurxxsxo .tosqxs \;Xtioff cibo ncij’i'J’i.renx
-arslq exij oJ" do(, srfj* :^x iljjcw ^xixncofiS'i o.Tijpe
bli/OTv jI .‘isox'-^xC! tivtjBvJ-at.rrxaibB *i9rltoii4 ic loJ'os'ixi- ineir
'I
* ariox-t.sSu.r'i i, jlci;q ? iTjcesn o.f f'^xjo^'iq rniroitsoufcs bni/og ed
.rfoBsJ oj D9C!i:=o:X Jon s£vv sd ^^.oo'ieeBi.o s oS J-e.fc.Cjsxodqe
*10 'iJlBos*! a o^- xaBj" £iicxiBi^7. xilcnq t'jSXxBXosqa ©dJ" gixxvx£/
,noxi‘ecur^9 "v^u bsnxBTJ’ tr 9d aosJCnx/ 'isd'isni Tt^qa
j
J-/X t>oc^ .toG eX do*, 9dX 7o^ sfcuJ-xtgr bfia ,A’n. HGqxs
' xr-STiS^V Jc>fi''bi:5 hnk seioXIoq o^odw^sgsIXoo dnc xac^eX
cx eoixX alii 11b ^fxiXovsb XaiXsxooqa 9/nxX Ilv'X b gi^inxBdn tax.
.iioiXodu^ airij eBiv'isqus cJ J'roqxe ne be^hl .eaoIXBle^ oxicljjq
/
' bCGXsn: 7eblc «dj cx *'-0X79qL£
-.-d oX *iB9qriB bXxcv? bcriXsai ?.idT
j
o nXxw ^Xxlxcietioqas'x sdx ^iofiXq flieXdO'xq snx girivXca io
aid oX ncXXxbtjQ ni (Xon 'ic ueill C^up ^liaqcmq f'iGdnsm X'icXa
• 3SXXu5
a.iorrAc OIJHUq 3aaAH«J
Ine s^S'vc.l .H io Xnsbcae^q ^.itsXXbQ' .A '^7*ibF .‘iVT
I
oxJ.di/q bntjca '{;nj8 Ic aosBdq owX sTtfl s'i^flX b^X-
j
r.o«X <.irr





factors that alienate friendship and support must be eliminat-
ed. The other is the interpretative phase in which the story
of what the institution is doing to make itself of greater
service to the community is presented to' the community.^
It is necessary that there be a real desire on the
part of the administration and faculty to improve the insti-
tution’s public relations before it can actually be improved.
Each staff member should be informed of the program and his
place in it and a sincere effort made by the administration
to bring all concerned into the picture. Any basic cause of
misunderstanding between the institution and its various
publics should be studied and if possible remedied. If this
is done and an effort made to remove sources of misunderstand-
ing, the corrective phase of public relations will in large
part be taken care of by this action. Then if the program
itself is properly organized and under adequate supervision
as suggested earlier in this chapter, the interpretative
phase is underway.
It is important that the objectives of the institution
be considered in determining the public relations program.
In general, administrators of business education seemed to
agree upon the objectives of the institution as they applied
1. Harral, Stewart. Public Relations for Higher Education .
Norman, University of Oklahoma Press, 1942. p. 264
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to public relations, and to a lesser degree on the importance
of the various groups that were to be reached.
The essence of public relations is to make the inter-
ests and goals of the institution (or department) of concern
to the various groups and publics. In addition to this, the
public also learns of the work, opportunities, and offerings
of the institution. To achieve this desireable state of
affairs, the school must make an effort to see that the pre-
liminary requirements suggested above are met.
MEDIA IN COLLEGIATE PUBLIC RELATIONS
Evidently many schools utilized several media in their
public relations activities. Some of the schools used the
press, faculty speaker's bureaus, special service days and
weeks, short and refresher courses, various special services,
exhibits, bulletins, radio and other media. On the other
hand, some departments confined their organized public re-
lations activities to the press and possibly one other medium
These schools cannot be said to taking maximum advantage of
the public relations opportunities available to them.
Department heads and deans should examine the conven-
tional lists of media to determine if their own program m.ight
possibly be strengthened by making use of additional m.edia.
Naturally, facilities and personnel must be available, for it
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is better to handle one medium properly and successfully than
to misuse several. Many departments and colleges could look
into the possibility of establishing a faculty speaker’s
bureau where one does not exist. Particularly in metropoli-
tan communities the faculty speaker's bureau offers opportun-
ities for sound public relations and service by colleges. If
the community, or community leaders, are aware that the insti-
tution or department is willing and able to provide qualified
speakers on various topics, then these speakers will be more
likely to be called upon. The organization of this bureau
on a departmental basis could be undertaken by the public
relations committee.
Schools whose administrative policies would favor spe-
cial service days, short courses and the like should survey
their communities to find if there are additional opportun-
ities for service. Bulletins, radio, and other media should
likewise be investigated by the institution or department,
always keeping before them the facilities, personnel, and
philosophies involved. In any case, the use of media con-
sistent with these policies should not be neglected through
oversight. A survey of this question would appear to be a
legitimate function of an advisory committee on public re-
lations.
The comments received in this investigation indicate
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that there is room for improvement in the use of the various
media in collegiate public relations. The need for improve-
ment and greater coordination of collegiate public relations
is illustrated by the ranking assigned the degree to which
public relations programs fulfill the requirements of adm.in-
istrators. Increasing understanding of the place and impor-
tance of public relations in education will probably do m.uch
to raise the standards of performance and achievement in the
field in years to come.
STRENGKTENING EXISTIIiG PROGfiAMS
Just as it is recognized that publicity can be good
or bad, it should be recognized that public relations programis
have varying degrees of merit. Every institution is involved
in public relations. The task is to see that the program, is
continually being improved and supervised. It would be very
difficult to attempt to set up an outline for a program of
public relations since the needs of each college or depart-
ment vary according to the functions of each. The basic
principles and techniques are within the province of the
specialist. Since most administrators are not public relations
specialists, they leave, or should leave, the selection of
techniques ajid media to those who are properly trained to
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The administrator should recognize that an effectively
organized public relations program consists not only of tra-
ditional news and information services, but also alumni,
admissions, publications, and other special services. It is
not necessary, or probably inadvisable, that all offices
handling such duties be placed under a public relations de-
partment. These offices all have functions of their own that
are not primarily of a public relations nature. It is impor-
tant that all divisions meeting any of the publics be includ-
ed in the overall public relations plan. The public relations
of the department or of the institution are actually the im-
pressions all the publics have of the department or institu-
tion. Therefore, anyone connected with the department or
institution who meets any of the publics considered to be
included in the institution's program has a part in the public
relations of that institution. It is not the sole respon-
sibility of one man having the title of public relations
director, but of everyone connected with the departm^ent and
institution.
It is not actually necessary for an administrator to
analyze at length all of the factors affecting his public
relations, such as, the way in which his secretary or tele-
phone operator answers the phone, the nature and content of
the curriculum, the policies of the alumni association, the
,^4Cfvi;,j-o9''t'lo fU 95in^0D©'i Muorfs •xoJ-BTJ-axniiiiti, oiUT •
»
-c>*lS y f.o /..iTo ^on sj’sienoc;' 3itc£Jjl>X9'i oildirq hesifUB^ifio •'
OHljb ju6 fai.oi.vi9?. nci't#«iiif>'trti ftfijs awsn Xsnc±J-x&
]
2X J-I .Gooiv'isa I>jir9q3 *ijdJrc iruis » iAr-QiJBoXIc!yq ,
-inoiaeioibjti -
J'
83ci*iio XX.S dB.lt . C’Xd." si voBiLx \f,Xc/5donc[ lo ^ '^issssosn ton j
•
-Db F.noitftloi ojLIc'trq B lobiu; r 3-ojR.r.q lC BeU'iJb riow? •
i
;
t^irld CTJtc .i5iiv> >c Sxiridonjjit ovBd £1b a^oi^to aeerl? .drrdfnJ'ifiy
]
J
-‘lOiimi: 8x dT .9indBn aaoid&Iei otldnq b Ito don aia )
,
-DtJloni 9d aoi Lduq ©n't T:o •p/ixdsaoi ancxolvib lie derid doBd |
^
ancXdBl©! oxlclnq 9rfT .nslq eiicxo“pI«n ollo'nq XXiiiovc srtd aJt b& '
'




-ytitoni: 'xo dn9uad'Lst.9b s;id 'to' svbx* aniXdx/q odd XXjb anoioao'ia
|
‘10 jnaoidTJBqsfe oilt xidiw iado^nnco ^^c^{rr« ,h’ic^bibc2£ .ncid
|
Bc od t^taor.snco li-oilonq ©nd '^o '^riB sdooin odw noxdiidxdsnx j
;,
odXduq 9ilt nx diBq a aaxf nisTgo-iq e ’noi tudidanx siid nx &a&i/Xonx !
-noqcoi 9l02 edd don 3I dl .aoidydtdoni t£xld io snoidBla'i
*
an<;id*-.X9*i oiXdjjq Ic eXdid add ^frtvBxf ne/xj eno 'to \4dtr^dte \
•I






Od nodjsi.tsJ:n±aibn cii'. nol viaaesosn ‘^CXai/doB don et dT
J
oUduq aid siodoBO: sxld U XIb rfd^n-uX da ^a/JLsns
‘J
-sX$d no '^'livT-onooa docdw oi "cb.v arid ;cb done fSnoxdsXon I
dnodnoo ftne ©nudsn 9/id f9ncrtq edd eneTfeiiB ,*icds*i9qo snorfq |
srfjr .noitBioOcBB .tnmx/Xs arid *!to aiXaiXo.j arid jOit/Xuoxn'iiJO Sfid |
practices of the school athletic department, the quality of
correspondence leaving the department or school, the rela-
tionship existing with the press and radio, the public ser-
vices rendered, the personnel policies, or a hundred other
factors which could be added. Rather, it is more important
to recognize that such factors do play a part in the program,
Ai^ weakness in the over-all program should be analyzed and
corrected.
Public relations must be recognized as a legitimate
educational function capable of increasing the effectiveness
of the services the institution renders its publics. It will
take some time for this concept to become widely accepted
and until it is accepted the majority of public relations
officers can look for^vard to defending their budgets in any
economy measure. One public relations director evidently
spoke for miany when he mentioned the continuing struggle to
Justify his programj with his administration.
TEE FUTURE -OF PUBLIC RELATIOl^
In an address before the American College Public Rela-
tions Association at Fairmont, West Virginia, March 8, 1947,
President Ii*vin Stewart of West Virginia University said that
the purpose of the public relations program of the university
or college was to link the institution more closely with the
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the people whom it seeks to serve. ^ He went on to say that
colleges (and departments) should plan its work to meet the
needs of its constitutents . Extension courses and campus
courses should be related to local requirements without neg-
lect to the broader aspects involved. A certain amount of
research related to the current problenis of the state m.ust
supplement the fundamental research traditional to university
research staffs.
The institution’s task of seeing that its potential
constituency knows v/hat it has to offer and to whom, as well
as what it has done is fundamental to a successful program.
To the extent that any person who may benefit from the insti-
tution’s program is unaware of that program and its relation
to him, the college or department has failed in its public
relations. One of the objectives lying ahead of a college’s
public relations program is to see that every high school
student and adult has enough information about the college.
This is only one of the roles public relations has to play in
the life of an institution but it is important.
Colleges and universities are increasingly coming to
realize the importance of public relations, and what is more
important, their own weaknesses in this area. It appears
1. Stewart, Irvin. ”Our Present Opportunity". College Public
Relations. Vol. 29, No. 9, June 1947. p.6
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safe to predict that college public relations will increase
rather than decrease in effectiveness in years to come, and
that in this increasing effectiveness higher education will
become more effective in its services to society in general.
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SELECTED COLLEGrA.TE NEIVS RELEASES
BOSTON UNIVERSITY—Public Relations
^Vhat is said to be the first School of Public Relations
in any American university will be opened in September at
Boston University. With the vast resources at its command,
both within the institution and in the city itself, the univer-
sity will make available a comprehensive course of study in
all channels of communication. The announcement said that
from a term ’’which in its early use met with widespread dis-
approval, 'public relations' has reached a new high level of
achievement and recognition so high that it is worthy of
specialized study at the college level."
GEORGIA TECH—Public Relations
Recognizing the growing importance of public relations
as a function of management, the Georgia School of Technology
will conduct what is said to be the first courses in the
field ever given by any college or university in the South.
The classes will be offered this spring and will be limited
to twenty-four students in order to permit individualized
instruction.
NEW YORK UNIVERSITY—New Course at Chautauqua
For the first time at any college or university a
course in fund raising is being offered for graduate credit at
New York University's summer school at Chautauqua. Twenty-
seven men and women representing twenty colleges in eleven
states and two Canadian provinces are enrolled in the course.
The program is designed for college fund directors, alumni
secretaries, directors of public relations, finance officers
and institutional heads.
STANFOPiD—Public Relations
Educators from all over the Pacific Coast will meet
at St^ford University, July 24 to 26, for a conference on
public relations. The university's School of Education has
made plans for a conference attendance of 1,000 city and county
school superintendents, principles, and trustees from seven
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dressed by newspaper men and federal and state officials,
will be ’’Public Relations for Public Education”.
NEW HA?.'TPSHIRE—Summer School
The University of New Hampshire will return this year
to its pre-war practice of offering two summer-school sessions
The first one, from June 30 to Aug. 8, will feature education
courses primarily for teachers seeking graduate credits,
while the second from. Aug. 11 to Sept. 20, will be for under-
graduates. A course in wholesale and retail selling and the
operation of stores will be offered for the first time.
OHIO—Summer Session
Ohio University’s summ.er session, featuring seven
special conferences, will open June 16 with an expected re-
cord-breaking enrollment of 1,850 students. At least 80 per
cent of the student body will be veterans. The conferences
will include a clinic-workshop for boys and girls interested
in instrumental music, a meeting of high school editors for
the discussion of problems in journalism, a meeting of school
superintendents and administrative heads to study financial
problems resulting from new state legislation and an insti-
tute on air-age education.
BRIDGEPORT—Admi s s ions
Applications from men and women seeking admission to
the newly chartered University of Bridgeport (Conn.) are now
being received from many states. The institution, which of-
fers programs in the College of Liberal Arts and Sciences and
the College of Business Administration, will open its fall
term on Sept. 29. All applicants, except those who have comi-
pleted the requiremients of the Junior College of Connecticut,
must subm.it transcripts of their records if they wish to
transfer from another institution.
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BOSTON—Big Sunmier Session
With a faculty of more than 200, including thirty
visiting professors, and a list of 250 courses, Boston Univer-
sity will complete registration for the largest sunmier ses-
sion in its history tomorrow W’ith more than 5,000 students.
Two-thirds of the students will be veterans, while the lar-
gest professional group registering will be from the teaching
profession. Classes in the university's thirty-third summer
session will start Tuesday and conclude with commencement
exercises on Aug. 16.
BOSTON—Commerce College
Boston University's Evening College of Com.merce will
offer a certified public accountant review course beginning
June 3 and continuing for twenty-eight lecture sessions two
evenings a week. Applicants mnst have completed satisfactor-
ily a series of accounting courses equivalent to the com;plete
accounting program at the College of Business Administration.
COLGATE- -Industrial Reports
Planned to-be of special value to students in account-
ing and corporation finance and investriients, annual reports
of 433 business corporations have been assembled by the
Econom.ics Departm.ent at Colgate University. The collection,
representing industrial, public utility and railroad cor-
porations and covering the period since 1938, is to be kept
up-to-date through the cooperation of the companies repre-
sented.
RHODE ISLAiH)—Curriculuni
A new curriculum in industrial engineering will be
offered next fall by the School of Engineering of Pihode Island
State College. The freshman-year curriculum, will be the
same as that for electrical, civil, mechanical and chemical
engineering. A new major in political science in the School
of Science will also be given. All curricula carry the
Bachelor of Science degree.
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PENN MILITARY—Curriculum
A revised curriculum will go into effect at Pennsyl-
vania Military College with the opening of the summer session
on June 9. In the college division majors in English and
political science will lead to the Bachelor of Arts Degree;
those in biology, chemistry and mathematics will lead to the
Bachelor of Science Degree, and students majoring in account-
ing, economics and general business administration may qualify
for the degree of Bachelor of Science in Business Administra-
tion.
DPIIXEL—Graduate Curriculum
With the opening of the fall term, Drexel Institue of
Technology in Philadelphia will offer a program of graduate
work in its College of Business Administration. The new
curriculum, which will lead to a degree of blaster of Science,
will provide training in solving problems of business organ-
ization and policy such as production, personnel, marketing
and finance. It will seek to develop a broad understanding
of business in relation to econom.ic systems as a whole and
to government.
MISSISSIPPI—Engineering
The School of Engineering at the University of Missis-
sippi has modified its curriculum to m.eet demands "for per-
manent and modern services to students planning to enter the
engineering profession". The Bachelor of Science degree in
general engineering has been changed to a degree in engineer-
ing administration and will include, in addition to basic
courses, study in accounting, economics and business organ-
ization. Under a cooperative arrangement, students will be
required to w'ork at least six months in selected Mississippi
industries. In addition, courses leading to the Bachelor of
Science degree in geological engineering will be offered.
RENSSELAER—Business Management
To learn more about business management's problemis
and viewpoints, students in managem.ent engineering, one of
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the newer degree -granting- departments at Rensselaer Polytech-
nic Institute in Troy, N.Y., has organized a chapter of the
Society for the Advancement of Managem.ent. The organization’s
f purposes include introduction of students to methods and
policies of active managers of industry.
BROOKLYN—Adult Classes
Brooklyn College next week will start its first pro-
gram in adult education courses. Classes, scheduled for eight
weeks, will meet on the campus, in branch libraries and in
public school buildings. No formal educational requirements
are necessary. Courses will include magazine article writing,
Spanish shorthand, broadcasting techniques, accounting, public
speaking and foreign languages. Veterans may enroll under
the GI Bill.
SWARTHlvIOEE—Business Lectures
A series of six lectures on the "Responsibilities of
Business llanagement in Modern Times" will be given at Swarth-
more College, beginning April 10 and continuing for five
succeeding Thursday evenings. Speakers will include Milo
Perkins, management consultant; Frank W. Abrams, chairman of
the board of Standard Oil Company; Gordon R. Clapp, nominated
chairman of the Tennessee Valley Authority, and Paul G.
Hoffman, president of the Studebaker Corporation.
COLBY JUNIOR—Alumni Jobs
A recent survey has shown that 75 per cent of the
graduates of Colby Junior College are employed as secretaries,
office workers and laboratory technicians. The New London,
N.H,
,
institution has undertaken a program of correlating
liberal and vocational training and each year conducts a
vocational conference for the guidance of its students.
UNION—Advisory Board
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leading business men, educators and scientists for help in
maintaining a "healthy practicality of objective" in its
education of young men "who must solve the problems of the
post-war atomic age." The Schenectady (N.Y.) institution
has established a series of "boands of visitors" who will
serve as auxiliaries to the college trustees on policy,
curriculum, personnel and equipment for each of the college's
major departments.
HILLYEE—Third-Year Students
Qualified students who have been unable to continue
their education because of the impossibility of transferring
to colleges offering the third year of their training may
be admitted to Hillyer College in Hartford, Conn., beginning
with the September term, according to an announcement there.
The institution, which has been authorized by the Connecticut
General Assembly, to offer education leading to bachelors'
degrees, will provide courses principally in the field of
business administration.
WISCONSIN—Financial Courses
Two new summer session schools, one for credit exe-
cutives and the other for mortgage bankers, will be held this
summer at the University of Wisconsin. The units will be
open to the public and their teaching staffs will consist of
members of the university's faculty and specialists in the
fields from all parts of the country.
OREGON- -Income Study
The economics of American industry and contemporary
economic problems will be the subjects of new courses offered
next fall at the University of Oregon, The study of incomes
also will be added to the curriculum. It will examine various
estimates of national income and will consider appropriate
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HOBART-WILLMA ST'!ITH- -Survey
Seeking to evaluate the college program in the light
of the educational qualifications considered most important
by prospective employers, Hobart and William Smith Colleges
are engaged in a survey covering a group of 500 business,
industrial and professional men in the northeastern section
of the United States. The survey will provide information
to the Geneva (N.Y.) institutions on the demand for liberal
arts, business administration, scientific and graduate school
training and whether prospective employers are more interested
in broad or specialized training.
MASSACHUSETTS—Univers ity
Massachusetts State College is now the University of
Massachusetts as a result of recent legislative action and
the institution is moving ahead on a $3,000,000 building
program. Two thousand students are enrolled at the Amherst
branch and 1,550 at the branch at Fort Devens. The work of
the Devens division has led the trustees to recommend that
the entering date for veterans be extended from September
'1947 to October 1949. They have also recommended to the
State Legislature that only a two-year program be provided
at Devens and that the Amherst campus be expanded to provide
facilities for the final two years.
NEW Ii/EXICO—Job-Finding
Business and industrial men wishing to secure college
trained personnel have been invited to utilize the services
of the newly established University of New Mexico General
Placement Bureau. The unit will maintain cross files on
business houses desiring trained help and on qualified stu-
dents whose records and experience make them suitable for
specialized jobs.
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Would you please send me as soon as possible a copy
of your latest catalog showing your offerings in business
administration?
I am compiling information to be used in a master's
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